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The idea of creative industries was developed by a Creative Industries Taskforce of inter-
departmental and industry representatives in the UK in 1998. The Department of Culture 
Media and Sport (DCMS) definition of creative industries is well-known: ‘activities which 
have their origin in individual creativity skill and talent and which have the potential for 
wealth and job creation through the generation and exploitation of intellectual property’. This 
definition has remained dominant as the ‘creative industries meme’ disseminated around the 
world, notably in the period between 2003 and 2009.  
 
The creative industries are important drivers of the knowledge economy and enablers for 
other industry sectors, especially through the provision of digital content. Realising the 
benefits of the growth of creative industries involves addressing many challenges, requiring 
both fundamental and applied research highly sensitive to the particularities of this sector. 
The creative industries have multi-faceted and complex supply, demand and consumer-driven 
markets.  The sector includes pre-market, third-sector, and not-for-profit enterprise, as well as 
some of the world’s largest corporations. It is characterised by increasing participation of 
user-created content and consumer productivity, and has strong claims for facilitating social 
and health benefit. It requires industry development strategies tailored to non-standard 
patterns and players.  
 
The thirteen industry sectors 1 included in the UK definition have been accepted without 
much disagreement in many countries; others like China have extended the sectors to include 
tourism and various craft manufacturing sectors. Ongoing debates remain about what 
constitutes creative activities and occupations as opposed to service and routine 
manufacturing. Rather than dismissing these debates as distractions, we believe that it is 
necessary to maintain a critical stance. One of the criticisms often directed at policy makers 
has been a proclivity to include too many sectors and sub-sectors as ‘creative’ for the sake of 
boosting the overall contribution to the economy.  
 
There have been various attempts to construct an evidence base for the importance of the 
creative industries. Some of the data is well known. In the UK the creative industries 
represent 10 percent of the economy;2 contribute more than four per cent of export income, 
and provide jobs for over two million people.3 In the US the same industries account for 8 
percent of GDP.4 Estimates put the world market at over $3.04 trillion (2005). Over the 
period 2000-05, trade in creative goods and services increased at an unprecedented average 
annual growth rate of 8.7%. By 2020 this sector will be worth AU$6.1 trillion.5  
 
Because of the uncertainties about data, and the need for better evidence-based policy, 
researchers at QUT have led the world in developing a more robust system of mapping the 
creative economy. The ‘Creative Trident’ is an example of the highly sophisticated approach 
we have taken to critiquing the standard UK model. It shows that the sector is much larger 
than indicated by any previous findings by analysing creative employment ‘embedded’ in the 
broader economy in addition to supporting and management personnel alongside ‘specialist’ 
creatives in creative industries. The Creative Trident can thus track the input value of 
‘creative occupations’ to the economy as a whole. The establishment of new benchmarks and 
methodologies in determining the size and characteristics of the creative industries and 
‘creative economy’ have been achieved in contract research activity with further commercial 
potential in the UK (National Endowment for Science, Technology and the Arts), New 
Zealand (New Zealand Trade and Enterprise). The quest for concrete information has also led 
                                                 
1 Advertising, Architecture, Arts and Antique Markets, Crafts, Design, Designer Fashion, Film, Interactive 
Leisure Software, Music, Television and Radio, Performing Arts, Publishing and Software 
2 http://www.hm-treasury.gov.uk/budget/budget_06/bud_bud06_speech.cfm 
3 Source: UK Creative Industries Minister James Purnell, November 4 2005 
www.culture.gov.uk/global/press_notices/archive_2005/147_05.htm 
4 E.g.: www.culture.gov.uk/global/press_notices/archive_2005/creative_economy_conference.htm.  
5 Source: www.sdi.qld.gov.au/dsdweb/v3/guis/templates/content/gui_cue_cntnhtml.cfm?id=2223.  
to the establishment of a multi-year longitudinal primary data collection facility: the Creative 
Business Intelligence Service or ‘Benchmarker’. This collaborative engagement brings 
together the CCI, the Queensland Department of Trade, Development and Industry and a 
number of professional bodies. 
 
The creative industries idea has been in play in Australia since the late 1990s, with important 
precursors delineating opportunities for growth in closely related fields up to the mid-1990s: 
Commerce in Content, The Online Economy, Excellence in Content, the Broadband Services 
Expert group (BSEG) reports and Creative Nation.6 The current level of activity shows that 
the creative industries are on the radar in ways they have not been since the mid-1990s.7  
 
Since 2001, there has been a comprehensive Creative Industries Cluster Study, a Digital 
Content Industry Action Agenda, and a Prime Minister’s Science, Engineering and 
Innovation Council inquiry into ‘Creativity in the Information Economy’.8 What we are 
seeing is the development of an innovation framework appropriate for creative content.  The 
focus has moved from the creative industries as a sector, to a closer focus on the ‘digital 
content and applications’ end of the creative industries and a greater concentration on the 
creative industries as a crucial value-adding input into manufacturing and the wider service 
industries, such as health, education, government and business services.  
 
In late 2005, a Prime Minister’s Science, Engineering and Innovation Council inquiry into 
‘Creativity in the Information Economy’ was released and this was followed in March 2006 
by a Digital Content Industry Action Agenda. The recommendations to boost Australia’s 
‘Creativity in the Information Economy’ included inaugurating a local version of the UK’s 
                                                 
6 Montgomery, J. 1995, Excellence in content: the focus for Australian investment in multimedia content: a 
study of international trends in investment and strategic alliances focused on multimedia content and 
perceptions and awareness of Australia as a location to source or invest in multimedia content, Coopers & 
Lybrand, Sydney; Networking Australia's future: the final report of the Broadband Services Expert Group, 
1995, Australian Govt. Pub. Service, Canberra;  
Creative Nation: Commonwealth Cultural Policy, 1994, Dept. of Communications and the Arts, Canberra. 
7 For a detailed account of this history, see Tom O’Regan and Mark David Ryan, ‘From Multimedia to Digital 
Content and Applications: Remaking Policy for the Digital Content Industries’, Media International Australia 
incorporating Culture & Policy No 112, pp. 28-49. 
8 Creative Industries Cluster Study, 2004, Department of Communications, Information Technology and the 
Arts, Canberra. www.cultureandrecreaton.gov.au/cics/; Digital Content Industry Action Agenda, available at 
http://www.dcita.gov.au/arts/film_digital/digital_content_industry_action_agenda; Prime Minister’s Science, 




NESTA (National Endowment for Science Technology and the Arts), developing better 
cross-disciplinary educational opportunities, and extending the country’s heavy investment in 
science and innovation to include creativity and the creative industries. The Digital Content 
Industry Action Agenda has been devised to double the value of the digital content industry 
to the Australian economy, to $42 billion, by 2015. Its recommendations concentrate on 
strategies to improve private investment in the sector, developing a stronger export 
performance, better articulation between industry and skills and training providers, and with 
R&D institutions, and making sure that intellectual property regimes keep pace with 
technological and social change and establishing and maintaining sources of timely data that 
can inform planning by both industry and government. Some of these recommendations have 
been taken up, while many await action across a number of government portfolio areas. A 
key development has been the Australian Government’s establishment, in 2009, of a Creative 
Industries Innovation Centre, one of the centres in Enterprise Connect,9 a national initiative to 
support small business enterprise in selected sectors and places around the country. 
 
The creative industries idea has grown rapidly in the decade since it was first developed in 
the UK. It has undergone some transformation as well – from a focus on specific industry 
sectors which could benefit from innovative government support to a focus also on creative 
people and the contributions they make across most parts of a national economy (a creative 
workforce). Creative sectors and creative people are being seen increasingly as making an 
essential contribution to an up-to-date understanding of the knowledge-based economy. 
                                                 
9 http://www.enterpriseconnect.gov.au/OurCentres/CreativeIndustries/Pages/default.aspx 
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